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Subject Listing 


ADVERTISING AND PROMOTION 


Volume 1, Number I 


Advances in Business Marketing, Volume 2, by Arch Woodside 
Reviewed by Richard E. Plank 


Volume 1, Number 3 


Business-to-Business Advertising: A Marketing Management Approach, by 
Charles H. Patti, Steven W. Hartley, and Susan L. Kennedy 
Reviewed by Robert Chamblee 


Volume 2, Number 2 


Business-to-Business Communications Handbook, by Fred R. Messner 
Reviewed by Charles A. McMellon 
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Business-to-Business Direct Marketing, by Robert W. Bly 
Reviewed by Charles A. McMellon 


Volume 2, Number 3 


A Guide to Preparing Cost-Effective Press Releases, by Robert H. Loeffler 
Reviewed by Robert Chamblee 


Volume 5, Number 4 


Winning Direct Response Advertising: From Print Through Interactive Me- 
dia, 2nd Ed., by Joan Throckmorton 
Reviewed by Robert Chamblee 


Volume 6, Number 3 


Campaign Strategies and Message Design: A Practitioner’s Guide From Start 
to Finish, by Mary Anne Moffitt 
Reviewed by Allen E. Smith 


Volume 8, Number 3 


The Advertising Business: Operations, Creativity, Media Planning, Integrated 
Communications, edited by John Philip Jones 
Reviewed by Allen E. Smith 


Volume 8, Number 4 


Value Creation and Branding in Television’s Digital Age, by Timothy M. 
Todreas 


Reviewed by Robert Chamblee 


BUYER-SELLER RELATIONSHIPS AND VALUE CREATION 
Volume 1, Number 1 
Reverse Marketing: The New Buyer-Supplier Relationship, by Michael R. 


Leenders and David L. Blenkhorn 
Reviewed by Frank G. Bingham, Jr. 


Volume 3, Number 3 
Customers Mean Business: Six Steps to Building Relationships That Last, by 


James Unruh 
Reviewed by Jukti Kalita 
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Volume 4, Number 2 


Networks in Marketing, edited by Dawn Iacobucci 
Reviewed by lan Wilkinson 


Volume 4, Number 4 


Business-to-Business Marketing: Creating a Community of Customers, by 
Victor L. Hunter with David Tietyen 
Reviewed by J. Greg Gimba 


Volume 5, Number 4 


The Customer Loyalty Pyramid, by Michael W. Lowenstein 
Reviewed by Dennis J. Cahill 


Volume 7, Number I 
Alliance Advantage: The Art of Creating Value Through Partnering, by Yves 


L. Doz and Gary Hamel 
Reviewed by Sanjit Sengupta 


Volume 8, Number 4 


The Customer Marketing Method: How to Implement and Profit from Cus- 


tomer Relationship Management, by Jay Curry with Adam Curry 
Reviewed by Dennis J. Cahill 


Volume 9, Number 2 


Customer Winback: How to Recapture Lost Customers—and Keep Them 
Loyal, by Jill Griffin and Michael W. Lowenstein 
Reviewed by Timothy C. Johnston 


CASE STUDIES 


Volume 1, Number 3 


Industrial Marketing: Cases and Concepts., 4th Edition, by E. Raymond 
Corey 


Reviewed by Roger A. More 
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Volume 10, Number 1 


Advances in Business Marketing and Purchasing, Volume 7: Case Studies for 
Industrial and Business Marketing, edited by A. G. Woodside 


Advances in Business Marketing and Purchasing, Volume 8: Training Exer- 
cises for Improvement Sensemaking Skills—With Solutions, edited by A.G. 
Woodside 

Reviewed by Richard E. Plank 


DISTRIBUTION AND SUPPLY CHAIN MANAGEMENT 


Volume 1, Number 3 


Going to Market: Distribution Systems for Industrial Products, by E. Ray- 
mond Corey, Frank V. Cespedes, and V. Kasturi Rangan 
Reviewed by Margaret E. Biner 


Volume 7, Number 1 


Advanced Supply Chain Management: How to Build A Sustainable Competi- 
tive Advantage, by Charles C. Poirier 
Reviewed by Gopalkrishnan R. lyer 


Volume 9, Number 2 


Channel Champions: How Leading Companies Build New Strategies to Serve 
Customers, by Steven Wheeler and Evan Hirsh 
Reviewed by Dennis J. Cahill 


EDUCATION 


Volume 1, Number 2 


The Life of the Academic Professional in America, by Gerhard Falk 
Reviewed by J. David Lichtenthal 
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Volume 1, Number 4 


The Best Readings from Business Marketing Magazines: Views from the 
Trenches, by Valerie Kijewski, Bob Donath and David T. Wilson 
Reviewed by Philip C. Burger 


Volume 2, Number I 


Get Funded! A Practical Guide for Scholars Seeking Research Support from 
Business, by Dorin Schumacher 
Reviewed by Barry N. Rosen 


Volume 2, Number 4 


Cabell’s Directory of Publishing Opportunities in Management and Mar- 
keting 
Reviewed by Fanchan Tai 


Volume 4, Number 4 


Cabell’s Directory of Publishing Opportunities in Management and Mar- 
keting, Seventh Edition, edited by David W. E. Cabell and Deborah L. Eng- 
lish 7 

Reviewed by J. David Lichtenthal 


Valume 9, Number 4 


Cabell’s Directory of Publishing Opportunities in Marketing, Eighth Edition, 
edited by David E. Cabell and Deborah L. English. Brooke S. Abernethy, 
Assistant Editor 

Reviewed by J. David Lichtenthal 


GLOBAL MARKETING 


Volume 1, Number 2 


Technological Competition in Global Industries: Marketing and Planning 


Strategies for American Industry, by David T. Methe 
Reviewed by Barry N. Rosen 
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Volume 1, Number 4 


Global Perspectives on Advertising Self-Regulation: Principles and Practices 
in Thirty-Eight Countries, by Jean J. Boddewyn 
Reviewed by Chuck McMellon 


Volume 3, Number 2 


Creating and Managing International Joint Ventures, edited by Arch G. 
Woodside and Robert E. Pitts 
Reviewed by Clifford F. Thies 
Volume 4, Number 3 


Cross-Cultural Business Behavior, by Richard R. Gesteland 
Reviewed by Andreas F. Grein 


Volume 6, Number 1 


China’s Economic Development Strategies for the 21st Century, by Harry J. 
Waters 
Reviewed by Philip C. Wright 
Volume 6, Number 2 
Selling to India’s Consumer Market, by Douglas Bullis 
Reviewed by Madhav Kacker 
INTERNET AND E-COMMERCE 


Volume 6, Number 3 


The Internet Age of Competitive Intelligence, by John J. McGonagle and Caro- 
lyn M. Vella 
Reviewed by Lori D. Wolin 


Volume 7, Number I 


Preparing for Electronic Commerce in Asia, by Douglas Bullis 
Reviewed by Jon M. Shapiro 
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Volume 8, Number I 


Review Essay: Looking Forward, Looking Back: Analyzing the Digital, Inter- 
active, and E-Marketing Horizon by James I. Gray 


Books Reviewed: 
Strategic Marketing for the Digital Age, by Bill Bishop 


Global Marketing for the Digital Age, by Bill Bishop 


Interactive Marketing: The Future Present, edited by Edward Forrest and 
Richard Mizerski 


Enterprise.com: Marketing Leadership in the Information Age, by Seff 
Papows 


Volume 8, Number 4 


Global Electronic Commerce: Theory and Case Studies, by J.C. Westland and 
T.H.K. Clark 
Reviewed by Shaila Miranda 


Volume 9, Number 1 


Review Essay: B2B E-Commerce: Economy and Strategies by Gopalkrishnan 
R. Iyer 


Books Reviewed: 


Creative Destruction: Business Survival Strategies in the Global Internet 
Economy, edited by Lee W. McKnight, Paul M. Vaaler and Raul L. Katz 


Digital Capital: Harnessing the Power of Business Webs, by Don Tapscott, 
David Ticoll and Alex Lowy 


B2B: How to Build a Profitable E-Commerce Strategy, by Michael J. 
Cunningham 


One to One B2B: Customer Relationship Management Strategies for the Real 
Economy 
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Volume 10, Number 3 


The Digital Divide: Facing a Crisis or Creating a Myth? edited by Benjamin 
M. Compaine 
Reviewed by Marjukka Ollilainen 


Net Attitude: What it is, How to Get It, and Why Your Company Can’t Survive, 
by John R. Patrick 
Reviewed by Philip Hurdle 


ORGANIZATION STUDIES 
Volume 1, Number 4 


Organizational Culture, edited by Peter J. Frost, Larry F. Moore, and Meryl 
Reis Louis 


Reframing Organizational Culture, edited by Peter J. Frost, Larry F. Moore, 
and Meryl Reis Louis et al. 


Cultural Knowledge in Organizations: Exploring the Collective Mind, by 
Sonja A. Sackmann 
Reviewed by William Copulsky 


Volume 3, Number 3 


Trust in Organizations: Frontiers of Theory and Research, edited by Roderick 
M. Kramer and Tom R. Tyler 
Reviewed by Jon M. Shapiro 


Volume 7, Number 4 


The Management of Ideas in the Creating Organization, by John E. Tropman 
Reviewed by D. Deo Sharma 


Volume 8, Number 3 


Age Works: What Corporate America Must Do to Survive the Graying of the 
Workforce, by Beverly Goldberg 
Reviewed by Marjukka Ollilainen 
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PERSONAL SELLING AND SALES MANAGEMENT 
Volume 4, Number 1 


Managing the Big Sale: A Relational Approach to Marketing Strategies, Tac- 
tics and Selling, by John V. Crosby 
Reviewed by Mark S. Johnson 


Volume 6, Number 2 


Emerging Trends in Sales Thought and Practice, Edited by Gerald J. Bauer, 
Mark S. Braunchalk, Thomas N. Ingram, and Raymond LaForge 
Reviewed by Raj Echambadi 


Volume 9, Number 2 
Customer-Centered Selling: Eight Steps to Success From the World’s Best 
Sales Force, by Robert L. Jolles 
Reviewed by Philip Hurdle 
PRODUCT STRATEGY, BRANDING AND INNOVATION 
Volume 3, Number I 


World’s Greatest Brands, An International Review by Interbrand 
Reviewed by Robert H. Ducoffe 


Volume 3, Number 4 


Diffusion of Innovations, by Everett Rogers 
Reviewed by Roger A. More 


Volume 4, Number 4 


How to Create Profitable New Products: From Mission to Market, by George 
Gruenwald 
Reviewed by Costas Hadjicharalambous 


Volume 5, Number 4 


Leveraging the Corporate Brand, by James R. Gregory with Jack G. 
Wiechmann 


Reviewed by Pankaj Kumar 
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Volume 6, Number 2 


Open Boundaries: Creating Business Innovation Through Complexity, by 
Howard Sherman and Ron Schultz 
Reviewed by Paul Sergius Koku 


Volume 10, Number 1 


Advances In Business Marketing And Purchasing, Volume 10: Designing 


Winning Products, edited by A.G. Woodside, T. Liukko and A. Lehtonen 
Reviewed by Richard E. Plank 


PURCHASING 


Volume 1, Number 1 


Advances in Business Marketing, Volume 2, by Arch Woodside 
Reviewed by Richard E. Plank 


Volume 2, Number I 


Advances in Business Marketing and Purchasing, Volume 5, edited by Arch G. 
Woodside . 
Reviewed by Richard E. Plank 


Volume 2, Number 3 


Strategic Industrial Sourcing: The Japanese Advantage, by Toshihiro 
Nishiguchi 
Reviewed by Yoshi Tsurumi 


Volume 3, Number I 
Negotiation Basics: Concepts, Skills, and Exercises, by Ralph A. Johnson 


Negotiation: Strategies for Mutual Gain: The Basic Seminar of the Program 
on Negotiation at Harvard Law School, edited by Lavinia Hall 
Reviewed by Robert M. Warshawsky 
and Dennis J. Cahill 
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RESEARCH METHODOLOGY 


Volume 1, Number I 


Envisioning Information, by Edward R. Tufte 
Reviewed by Robert H. Ducoffe 


Volume 1, Number 4 
Marketing Scales Handbook, by G. C. Bruner III and P. J. Hensel 


Handbook of Marketing Scales, by W. O. Bearden, R. G. Netemeyer and M. F. 
Mobley 
Reviewed by J. David Lichtenthal 


Volume 2, Number 1 


Social Network Analysis, by John Scott 
Reviewed by Dawn lacobucci 


Focus Groups: Theory and Practice, by David W. Stewart and Prem 
Shamdasani , 
Reviewed by Judith Langer 


Qualitative Evaluation and Research Methods, 2nd edition, by Michael Quinn 
Patton 


Designing Qualitative Research, by Catherine Marshall and Gretchen B. 
Rossman 


Basics of Qualitative Research, Grounded Theory Procedures and Tech- 
niques, by Anselm Strauss and Juliet Corbin 
Reviewed by Kathleen M. Wallace 


Volume 2, Number 3 


Secondary Research—Information Sources and Methods, Second Edition, by 
David W. Stewart and Michael A. Kamins 
Reviewed by Milton Shapiro 
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Volume 3, Number 1 


Qualitative Data Analysis, Second Edition, by Matthew B. Miles and Michael 
A. Huberman 


Handbook of Qualitative Research, by Norman K. Denzin and Yvonna S. Lin- 
coln 


Reviewed by Stephen J. Gould 


Volume 3, Number 2 


Using Secondary Data in Marketing Research: United States and Worldwide, 
by Gordon L. Patzer 
Reviewed by Elizabeth L. Elam 


Volume 4, Number 1 
Visual Explanations: Image and Quantities, Evidence and Narrative, by Ed- 
ward R. Tufte 
Reviewed by Barry N. Rosen 
Volume 6, Number 3 
Doing a Literature Review: Releasing the Social Science Research Imagina- 
tion, by Chris Hart 


Reviewed by Catherine L. Tyler 


Volume 6, Number 4 


Review Essay: Literature Reviews and Business-to-Business Marketing by 
Gopalkrishnan R. Iyer 


Books Reviewed: 


Synthesizing Research: A Guide for Literature Reviews, 3rd edition, by Harris 
Cooper 


Conducting Research Literature Reviews: From Paper to the Internet, by 
Arlene Fink 


Evaluating Research Articles: From Start to Finish, by Ellen R. Girden 


Integrating Results Through Meta-Analytic Review Using SAS Software, by 
Morgan C. Wang and Brad J. Bushman 
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STRATEGY AND GENERAL MANAGEMENT 


Volume 1, Number I 


Rethinking Business-to-Business Marketing, by Paul Sherlock 
Reviewed by William Copulsky 


Volume 1, Number 2 


Market Driven Strategy: Processes for Creating Value, by George S. Day 
Reviewed by William Redmond 


Marketing Strategy: A Customer-Driven Approach, by Steven P. Schnaars 
Reviewed by Tyzoon T. Tyebjee 


Competing Against Time: How Time-Based Competition Is Reshaping Global 
Markets, by George Stalk Jr. and Thomas Hout 
Reviewed by Steven P. Schnaars 


Volume 1, Number 3 


Advances in Business Marketing, Vol. 4, 1990, edited by Arch G. Woodside 
Reviewed by Richard E. Plank 


Thinking About Management, by Theodore Levitt 
Reviewed by Kumar Chittipeddi 


R&D Cooperation Among Marketplace Competitors, by William J. Murphy 
Reviewed by Irwin Gross 


Volume 1, Number 4 


The Quest for Competitiveness: Lessons from America’s Productivity and 
Quality Leaders, edited by Y. K. Shetty and Vernon M. Buehler 
Reviewed by Peter Hwang 


Entry Barriers and Market Entry Decisions: A Guide for Marketing Execu- 
tives, by Fahri Karakaya and Michael Stahl 
Reviewed by William H. Redmond 








TEN YEAR INDEX: 1993-2003 163 
Volume 2, Number 2 


New Directions in Marketing—Business-to-Business Strategies for the 1990s, 
by Aubrey Wilson 
Reviewed by Milton Shapiro 


Volume 3, Number I 


Advances in Business Marketing and Purchasing, Volume 6, edited by Arch G. 
Woodside 
Reviewed by Richard E. Plank 


Volume 3, Number 2 


Customer Centered Growth: Five Proven Strategies for Building Competitive 
Advantage, by Richard Whiteley and Diane Hessan 
Reviewed by Liza Grisco and Linda Grisco 


Volume 3, Number 3 


Marketing and Entrepreneurship: Research Ideas and Opportunities, edited 
by Gerald E. Hills 
Reviewed by Myung-Soo Lee 


Volume 3, Number 4 


The Mission Statement Book: 301 Corporate Mission Statements from Amer- 
ica’s Top Companies, by Jeffrey Abrahams 
Reviewed by Michael A. Callow 


Volume 4, Number I 


Reinventing the Business: Preparing Today’s Enterprise for Tomorrow’s 
Technology, by Roy L. Harmon 
Reviewed by Diane Vaccarro 


Volume 4, Number 2 


Innovational Leadership Strategies for the Competitive Edge, by Thomas D. 
Kuczmarski 
Reviewed by Kenneth B. Kahn 
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The Death and Life of the American Quality Movement, edited by Robert E. 
Cole 

Reviewed by Christine Barber 


Volume 4, Number 3 


Why Firms Succeed: Choosing Markets and Challenging Competitors to Add 
Value, by John Kay 


Reviewed by Dawn Lerman 


High Impact Consulting: How Clients and Consultants Can Leverage Rapid 


Results into Long-Term Gains, by Robert H. Schaffer 
Reviewed by Dennis J. Cahill 


Volume 5, Number 3 


It’s Not Rocket Science: Using Marketing to Build a Sustainable Business, by 
Mitchell Gooze with Jane Broida Drake 
Reviewed by Lance A. Masters 


The Emerging High-Tech Consumer: A Market Profile and Marketing Strat- 
egy Implications, edited by Allan C. Reddy 
Reviewed by Dennis J. Cahill 
and Robert M. Warshawsky 


Protecting Your Company Against Competitive Intelligence, by John J. 
McGonagle and Carolyn M. Vella 
Reviewed by Don Lloyd Cook 


Volume 6, Number I 


Smart Thinking for Crazy Times: The Art of Solving the Right Problems, by Ian 
Mitroff 
Reviewed by Eric H. Shaw 


The Food Industry Wars: Marketing Triumphs and Blunders, by Ronald D. 
Michman and Edward M. Mazze 
Reviewed by James I. Gray 


Volume 7, Number 4 


Smart Business: How Knowledge Communities Can Revolutionize Your Com- 
pany, by Dr. Jim Botkin 
Reviewed by John A. Valentine 
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Strategies for Better Thinking: An Advanced Model for Organizational Per- 


formance Consultants, by Gerry H. Waller and Kathy A. Nielsen 
Reviewed by Dennis J. Cahill 


Volume 8, Number 2 


Developing a Market Orientation, edited by Rohit Deshpande 
Reviewed by lan F. Wilkinson 


Franchise Organizations, by Jeffery L. Bradach 
Reviewed by Rajiv P. Dant 


Volume 8, Number 3 


Assessing the Business Environment: Guidelines for Strategists, by C.W. 
Roney 
Reviewed by Debabrata Talukdar 
Volume 9, Number 3 
Review Essay: Knowledge Through Partnering: Business-to-Business Rela- 
tionships in the Information Economy, by Shaila M. Miranda and Bay 
O’ Leary 


Books Reviewed: 
Building Strategic Relationships, by W. Bergquist, J. Betwee and D. Meuel 


Common Knowledge: How Companies Thrive by Sharing What They Know, 
by N. Dixon 


The Knowing-Doing Gap: How Smart Companies Turn Knowledge into Ac- 
tion, by J. Pfeffer and R. I. Sutton 


Intellectual Capital: The New Wealth of Organizations, by T.A. Stewart 


Volume 10, Number 1 


Advances in Business Marketing and Purchasing, Volume 9: Getting Better at 
Sensemaking, edited by A.G. Woodside 
Reviewed by Richard E. Plank 
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Volume 10, Number 2 


Review Essay: Retail Changes and Their Effects on Business-to-Business 
Markets by Jeanne Munger 


Books Reviewed: 


The Emergence of Modern Retailing: 1750-1950, edited by Nicholas Alexan- 
der and Gary Akehurst 


Strategic Marketing For Success In Retailing, by A Coskun Samli 


A Stitch In Time: Lean Retailing And The Transformation Of Manufac- 
turing—Lessons From The Apparel And Textile Industries, by Frederick H. 
Abernathy, John T. Dunlop, Janice H. Hammond and David Weil 


Customers Rule! Why The E-Commerce Honeymoon Is Over And Where 
Winning Businesses Go From Here, by Roger D. Blackwell and Kristina 
Stephan 


Volume 10, Number 3 
Gonzo Marketing: Winning Through Worst Practices, by Christopher Locke 
Reviewed by John Panizalis 
MISCELLANEOUS 


Volume 1, Number 1 


A Review of Book Reviews: Journal of Marketing Research and Journal of 
Marketing 1975-1990 
Compiled by J. David Lichtenthal 


Volume 2, Number 4 
Pushing the Numbers in Marketing: A Real-World Guide to Essential Finan- 
cial Analysis, by David L. Rados 
Reviewed by Dennis J. Cahill 


Penton Research Overview (PRO) Reports 
Reviewed by J. David Lichtenthal 
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Volume 3, Number 4 
1997 American Manufacturers Directory 
1997 American Big Business Directory, published by American Business Di- 


rectories 
Reviewed by J. David Lichtenthal 


Chronological Listing 


Volume 1, Number 1 


Envisioning Information, by Edward R. Tufte 
Reviewed by Robert H. Ducoffe 


Rethinking Business-to-Business Marketing, by Paul Sherlock 
Reviewed by William Copulsky 


Advances in Business Marketing, Volume 2, by Arch Woodside 
Reviewed by Richard E. Plank 


Advances in Business Marketing, Volume 3, by Arch Woodside 
Reviewed by Richard E. Plank 


Reverse Marketing: The New Buyer-Supplier Relationship, by Michael R. 
Leenders and David L. Blenkhorn 
Reviewed by Frank G. Bingham, Jr. 


A Review of Book Reviews: Journal of Marketing Research and Journal of 
Marketing 1975-1990 
Compiled by J. David Lichtenthal 


Volume 1, Number 2 


Market Driven Strategy: Processes for Creating Value, by George S. Day 
Reviewed by William Redmond 


Marketing Strategy: A Customer-Driven Approach, by Steven P. Schnaars 
Reviewed by Tyzoon T. Tyebjee 
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Competing Against Time: How Time-Based Competition Is Reshaping Global 
Markets, by George Stalk Jr. and Thomas Hout 
Reviewed by Steven P. Schnaars 


Technological Competition in Global Industries: Marketing and Planning 
Strategies for American Industry, by David T. Methe 
Reviewed by Barry N. Rosen 


The Life of the Academic Professional in America, by Gerhard Falk 
Reviewed by J. David Lichtenthal 


Volume 1, Number 3 


Advances in Business Marketing, Vol. 4, 1990, edited by Arch G. Woodside 
Reviewed by Richard E. Plank 


Industrial Marketing: Cases and Concepts., 4th Edition, by E. Raymond Corey 
Reviewed by Roger A. More 


Thinking About Management, by Theodore Levitt 
Reviewed by Kumar Chittipeddi 


R&D Cooperation Among Marketplace Competitors, by William J. Murphy 
Reviewed by Irwin Gross 


Business-to-Business Advertising: A Marketing Management Approach, by 
Charles H. Patti, Steven W. Hartley, and Susan L. Kennedy 
Reviewed by Robert Chamblee 


Going to Market: Distribution Systems for Industrial Products, by E. Ray- 
mond Corey, Frank V. Cespedes, and V. Kasturi Rangan 
Reviewed by Margaret E. Biner 


Volume 1, Number 4 


Organizational Culture, edited by Peter J. Frost, Larry F. Moore, and Meryl 
Reis Louis 


Reframing Organizational Culture, edited by Peter J. Frost, Larry F. Moore, 
and Meryl Reis Louis et al. 
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Cultural Knowledge in Organizations: Exploring the Collective Mind, by 
Sonja A. Sackmann 
Reviewed by William Copulsky 


The Quest for Competitiveness: Lessons from America’s Productivity and 


Quality Leaders, edited by Y. K. Shetty and Vernon M. Buehler 
Reviewed by Peter Hwang 


Global Perspectives on Advertising Self-Regulation: Principles and Practices 
in Thirty-Eight Countries, by Jean J. Boddewyn 
Reviewed by Chuck McMellon 


Entry Barriers and Market Entry Decisions: A Guide for Marketing Execu- 
tives, by Fahri Karakaya and Michael Stahl 
Reviewed by William H. Redmond 


The Best Readings from Business Marketing Magazines: Views from the 
Trenches, by Valerie Kijewski, Bob Donath and David T. Wilson 
Reviewed by Philip C. Burger 


Marketing Scales Handbook, by G. C. Bruner III and P. J. Hensel 


Handbook of Marketing Scales, by W. O. Bearden, R. G. Netemeyer and M. F. 
Mobley 


Reviewed by J. David Lichtenthal 
Volume 2, Number 1 


Advances in Business Marketing and Purchasing, Volume 5, edited by Arch G. 
Woodside 
Reviewed by Richard E. Plank 


Social Network Analysis, by John Scott 
Reviewed by Dawn lacobucci 


Focus Groups: Theory and Practice, by David W. Stewart and Prem Shamdasani 
Reviewed by Judith Langer 


Qualitative Evaluation and Research Methods, 2nd edition, by Michael Quinn 
Patton 
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Designing Qualitative Research, by Catherine Marshall and Gretchen B. 
~ Rossman 


Basics of Qualitative Research, Grounded Theory Procedures and Tech- 


niques, by Anselm Strauss and Juliet Corbin 
Reviewed by Kathleen M. Wallace 


Get Funded! A Practical Guide for Scholars Seeking Research Support from 


Business, by Dorin Schumacher 
Reviewed by Barry N. Rosen 


Volume 2, Number 2 


New Directions in Marketing—Business-to-Business Strategies for the 1990s, 
by Aubrey Wilson 
Reviewed by Milton Shapiro 


Business-to-Business Communications Handbook, by Fred R. Messner 


Reviewed by Charles A. McMellon 


Business-to-Business Direct Marketing, by Robert W. Bly 
Reviewed by Charles A. McMellon 


Volume 2, Number 3 


A Guide to Preparing Cost-Effective Press Releases, by Robert H. Loeffler 
Reviewed by Robert Chamblee 


Strategic Industrial Sourcing: The Japanese Advantage, by Toshihiro Nishiguchi 
Reviewed by Yoshi Tsurumi 


Secondary Research—Information Sources and Methods, Second Edition, by 


David W. Stewart and Michael A. Kamins 
Reviewed by Milton Shapiro 


Volume 2, Number 4 


Pushing the Numbers in Marketing: A Real-World Guide to Essential Finan- 


cial Analysis, by David L. Rados 
Reviewed by Dennis J. Cahill 
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Penton Research Overview (PRO) Reports 
Reviewed by J. David Lichtenthal 


Cabell’s Directory of Publishing Opportunities in Management and Mar- 
keting 
Reviewed by Fanchan Tai 


Volume 3, Number 1 


Advances in Business Marketing and Purchasing, Volume 6, edited by Arch G. 
Woodside 
Reviewed by Richard E. Plank 


Qualitative Data Analysis, Second Edition, by Matthew B. Miles and Michael 
A. Huberman 


Handbook of Qualitative Research, by Norman K. Denzin and Yvonna S. 
Lincoln 
Reviewed by Stephen J. Gould 


Negotiation Basics: Concepts, Skills, and Exercises, by Ralph A. Johnson 


Negotiation: Strategies for Mutual Gain: The Basic Seminar of the Program 
on Negotiation at Harvard Law School, edited by Lavinia Hall 
Reviewed by Robert M. Warshawsky 
and Dennis J. Cahill 


World’s Greatest Brands, An International Review by Interbrand 
Reviewed by Robert H. Ducoffe 


Volume 3, Number 2 


Creating and Managing International Joint Ventures, edited by Arch G. 
Woodside and Robert E. Pitts 
Reviewed by Clifford F. Thies 


Customer Centered Growth: Five Proven Strategies for Building Competitive 
Advantage, by Richard Whiteley and Diane Hessan 
Reviewed by Liza Grisco and Linda Grisco 
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Using Secondary Data in Marketing Research: United States and Worldwide, 
by Gordon L. Patzer 
Reviewed by Elizabeth L. Elam 


Volume 3, Number 3 


Trust in Organizations: Frontiers of Theory and Research, edited by Roderick 
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